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CHAPTER 1 
 
 
 
INTRODUCTION 
 
 
 
 Wine is an ever growing industry, with new labels entering the market every day. 
Consumers have countless options of wine brands and varieties to choose from when purchasing 
a wine from retail shelves. Wine labels are often times the only marketing tool and information 
available that conveys the product’s intent to the consumer, and they are a main factor of 
influence on a consumer’s intention to purchase a wine.  
 There are many factors involved when designing a wine label. One must consider the use 
of colors, typography, imagery, design and layout, in order to create an aesthetically pleasing 
wine label that is both functional and appropriate for the wine it is representing. Often times 
wine producers do not consider many of these factors when creating a wine label. Further 
knowledge on this subject will aid wine producers and label designers in effectively marketing 
the desired quality and appropriate price point to the consumer. 
 Studies have suggested that certain colors and design characteristics are more 
aesthetically pleasing than other combinations, and certain aesthetic combinations can convey 
the value of the product to the consumer. A study done in Spain for example, concluded that 
there are strong preferences for selected color-shape combinations in label design. However, 
color alone does not elicit as strong a preference as certain shapes do. It is determined that the 
most resilient color-shape combinations consist of color hues of yellow, brown, black and green 
in combination with salient rectangular and hexagonal shapes (de Mello and Pires 2009). It is 
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important to research the most aesthetically pleasing combinations of design characteristics to 
not only capture the attention of the consumer, but to convey the desired level of wine quality to 
potential purchasers. Wine label characteristics should convey a value consistent with the wine’s 
price. 
 
Problem Statement 
 Can certain artistic and design characteristics on wine labels be analyzed to have a 
correlation to a wine’s price? 
Hypothesis  
 
 Certain wine label aesthetics and characteristics will have an effect on the wine’s price. 
The following artistic and design variables of the wine label will have an influence on the price: 
symmetry of the image and the wine label, if imagery or symbols are used, the proportion of 
imagery to winery name and varietal,  emphasis in terms of contrasting background colors or 
repeating patterns, use of gold within the label, the shape of the label, cursive typography, the 
use of warm colors, images that are either organic or geometric in appearance, and images that 
are either abstract or realistic in appearance. Wine labels with a shape other than the typical 
rectangle or square will belong to higher priced wines. More symmetric wine label designs and 
labels that use some sort of imagery as opposed to only words will be higher priced. The wine 
will also have a higher price if the image, winery name and varietal name on the label are equally 
proportionate in size. Images on the label that are natural and realistic in appearance will convey 
a higher value and therefore will be on a higher priced wine. Labels that include gold and have 
mainly warmer colors, as well as typography, symbols, or images that are emphasized with 
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contrasting background colors, and labels that include cursive somewhere will also exemplify a 
high value and will also be a higher price.  
Objectives 
 
1) To identify the most influential wine label aesthetics. 
 
2) To assess the relationship between different prices, and the level of artistic 
sophistication given certain wine label’s characteristics and the implicit perception of 
value.  
   
3) To test the hypothesis that selected artistic and design characteristics can be used as 
variables on wine labels to convey a consistent perception of high value and higher 
priced wines.  
 
 
Justification 
 
The sales of California wines are a vital contribution to California’s economy, but also to 
the U.S economy as a whole. The California wine industry dominates any other state when 
contributing to the total U.S wine production. It consists of 90% of all U.S wine, and with a total 
retail value in the U.S reported as $18.5 billion in 2008 (Wine Institute 2008).  It is important to 
effectively market California wines in order to continually attract wine consumers and continue 
to generate large revenues from wine retail sales. In 2008, California reported a total of 2,843 
wineries, with more than 60,000 registered California wine labels (California Wine 2008). Given 
the large amount of California wineries and labels available, a potential wine consumer has many 
options when deciding which wine to buy at a retail outlet. The shelves that display all of these 
wines are compact, clustered, and leave little room for promotional materials. Because of this, 
the only tool that different wine brands can use to market their product to a potential consumer is 
the front of the wine label. Wine producers and wine label designers will benefit most from the 
analysis concluded from this project’s research. These industries can use the research findings to 
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employ specific marketing strategies when designing wine labels. If further research determines 
that specific wine label design qualities convey a more expensive wine, wine producers and wine 
label designers will be able to use these characteristics to market their wine to be consistent with 
the wine’s price. 
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CHAPTER 2 
 
 
 
REVIEW OF LITERATURE 
 
 
The Definition and Influences of Aesthetics and Style Perceptions 
 
 
Aesthetics and style are valued primarily by one’s perception. Aesthetics may be defined 
narrowly as the theory of beauty, or more broadly as that together with the philosophy of art. 
There are many components to art that implies a certain style. Style is recognized by means of 
perception across products. The different design elements of each artistic period throughout 
history influenced the general style of that time. These different artistic periods in combination 
with societal factors, are the main influences that shape one’s perception of aesthetically pleasing 
design and style characteristics. The Iowa State University’s Department of Architecture defines 
perception as the act of recognizing, to be aware of, or understanding the message revealed in a 
product (Chan 1998).  
Many theorists, one being Kant, argue that perception is subjective, which makes it 
difficult to specifically define aesthetical characteristics that please the overall population. Kant’s 
philosophy of aesthetic appeal is that it is subjective based on one’s perception of beauty and 
attraction to images, which may have been dictated by one’s cultural surroundings. This is 
exemplified by how society’s response to imagery and aesthetical appeal is changing over time. 
The changes in response to different imagery characteristics is thought to be molded by the 
different artistic periods and evolving cultural aspects (Slater 2005).  
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Style can also be a reflection of the artistic period or cultural circumstances of the time. 
Historically, style is studied by features, which reflect characteristics that illustrate these artistic 
influences, cultural circumstances, and social aspects. Features can change over time due to 
changes in social context, convention, custom, knowledge, mental image, and personal 
preferences (Slater, 2005). A style can be measured on a scale of how strong a style is and the 
degree of similarity between two styles. One way to identify a style is to identify the common 
features that appear repeatedly in objects. A large number of common features appearing in an 
object would more strongly represent its style than the object having fewer common features. 
This is the factor of the quantity of representation, which determines one’s image recognition 
and perception of a style. This factor determines the pattern recognition among styles, meaning 
that objects with a large number of common features not only are more easily determined to have 
the same style, but also are strongly recognized (Chan 1998).  
Chan (1998) examines his hypothesis that style can be measured, by comparing 
differences of style between three architects and each one’s set of ten buildings. The set of 
buildings done by one of the architects in the study had eight to eleven common features. This 
set of buildings had the highest number of common features in the design, and showed the 
strongest recognition among responses for this architect’s style. This concludes that a larger set 
of common features will more strongly represent a certain style. This study primarily focused on 
the quantitative aspects of the occurrence of design features, but qualitative aspects of design 
features can play a role in the perception of style as well.  
A style can also be judged by the features perceived, which can be determined by two 
factors: the size of the features in an object, and the significance of perceptibility. The size of a 
feature correlates to its dimensions in proportion to the entire object. Large-sized features will 
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attract more attention than small-sized features. The visual significance of perceptibility relates 
to the complexity and the visual impact of the feature's shape. Some features are more appealing 
and attractive than others. Interesting features are more easily visualized, and a style that has 
such features is easier to recognize (Chan 1998). 
 
 
Consumer Preference for Color and Design Characteristics 
 
Determining Aesthetically Pleasing Design Features 
 
 
C.J Barnes and S. P Lillford (2007) introduced the concept of affective design decision 
making and presents a toolkit developed to integrate this within the new product development 
process. They named the toolkit, “The Affective Toolkit,” and it uses the roots of the Kansei 
Engineering philosophy, which is a semantic differential experiment that requires the consumer 
to make judgments about a group of products based upon a set of adjectives used to describe the 
product (Namagachi 1995). The Toolkit generates appropriate adjectives for use in experiments 
that evaluate the consumer’s response to a product given that adjective. The accuracy of the 
consumer survey relies upon a set of suitable adjectives previously defined and given to the 
consumer to describe the product and its desired brand identity. The Toolkit asks consumers to 
rate a controlled range of designs against a series of bipolar adjectives, for example, attractive 
versus not attractive. The scores from the consumers are analyzed using multivariate regression 
methods to show correlations between adjectives and the linkages to consumer perceptions 
(Barnes and Lillford 2007).  
One of the case studies observed wanted to see what the most appropriate color, shape, 
and texture for an extension to a well established moisturizer brand would be. Preferences of 
colors and bottle shape variables were asked to match the given adjective phrases: calming and 
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gentle, clean and fresh. The results from the Toolkit determined that consumers preferred the flat 
color patch 5P2 on the Munsell scale, which was heather-like light purple (Munsell 1971). The 
outwardly curved containers such as tear drop and oval shapes scored the highest for the bottle 
shape variables (Barnes and Lillford 2007).  
 
The Influence of Color and Design Features on Consumer Perception 
 
Aside from the package color and design characteristics, other factors that influence a 
consumer’s perception of a product or service are the uses of color and the quality of imagery in 
an advertisement. Gerald L. Lohse and Dennis L. Rosen (2001) investigate the ability of color 
and graphics to convey information about quality and credibility, and their influence on choice in 
advertising. The experiments examined in this article determined which colors can influence a 
consumer’s decisions and in which ways.  
Two experiments were conducted to research the answers to the following hypothesis’:  
the use of color in an advertisement will increase the perception of quality of the products or 
service when compared with non-color advertisements, and the use of photographic-quality 
graphics in advertisements will increase the perception of quality of the product or service when 
compared with line art graphics (a type of graphic consisting entirely of black and white lines, 
without any shading) (Lohse and Rosen 2001).  
 Experiment 1 exposed participants to color and non-color ads, and ads with 
photographic-quality graphics. It was concluded that participants had more favorable attitudes 
toward the advertisement, advertiser, and quality for ads in color than for non-colored ads. For 
ads that used photos rather than line art, attitudes were more favorable (Lohse and Rosen 2001). 
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Color increases the credibility of the advertiser and the believability of the product claim. 
For example, claims of "freshness" for food should be more believable in color because color can 
be an important food freshness cue (Mitchell and Olson 1981). Like color, high quality graphics 
can be used to attract attention or aid in the consumer’s likelihood of recalling and retaining 
information. A photograph should exude a higher quality than a simple line drawing because of 
the greater detail in presentation of the product or service (Lohse and Rosen 2001). 
Other factors that can influence a consumer’s perception of a product are the 
combinations of shape and color variations. Two questionnaires were handed out to citizens in 
Spain to test the hypothesis that the preferred color-shape combinations are not affected by 
whether respondents are likely to express their preferences for a color (given a shape) on the 
basis of different shape (given a color) (Mello and Pires 2009). 
 The first questionnaire focused on thirteen shapes (square, rectangle, parallelogram, 
trapeze, diamond, round-edged rectangle, octagon, pentagon, isosceles triangle, right-angled 
triangle, circle, ellipse and hexagon) and ten color hues (black, blue, brown, gold, green, orange, 
purple, red, white and yellow). In the second questionnaire, there were thirteen groups containing 
just one of these thirteen shapes stated above. Therefore, in each one of the thirteen shape 
groups, the same shape was presented in ten different colors (Mello and Pires 2009).   
To insure that there were not responses to patterns alone, the colors were presented 
randomly.  In each of the thirteen groups of shapes, respondents were asked to choose the color 
which they liked the most. They were also told to match each group of shapes and colors chosen, 
to a specific label of their preference. Finally, respondents were asked to put a price on the wine 
bottle they were “purchasing” before answering the questionnaire (Mello and Pires 2009). 
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The responses to the questionnaires about the color and shape combinations preferences 
were tested against the Null hypothesis, and showed that there was not a clear preference for 
particular colors regardless of the shape in which they are presented. However, the test showed 
that there appears to be a strong preference for selected shapes: ellipse and octagon.  Lastly, they 
tested that the preferred color-shape combinations are not affected by whether respondents are 
prompted to express their preferences for the variations of a color (given a shape) on the basis of 
different shape (given a color). The test for this hypothesis showed that respondents who chose 
their idea of the best shape to match a given color, chose different answers when asked to match 
a color to a given shape. Answers to the price quoting of bottles based on different colors and 
shapes on the labels proved no consistent frequency of answers (Mello and Pires 2009).  
 
 
The Technology and Trends of Creating Wine Labels 
 
 
Williams (2009) explored advanced techniques used in the printing industry for wine 
labels, with the goal to determine where the wine label industry is headed, and whether this is a 
growing field in the print industry. She conducted elite and specialized interviews of individuals 
in the wine industry, design industry, and the print industry. This provided a wide range of views 
and information across the entire business chain of wine labeling. The research concluded that 
the wine label industry is not an industry that pursues new and innovative printing methods or 
techniques, unless a benefit is very apparent. New printing methods that show promise in the 
future are laser die cutting, digital printing, and security features for wine label printing 
(Williams 2009). 
 
 
Wine Label Information that Influences Wine Purchasing Decisions 
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France has seen a dramatic decrease in wine sales and wine consumption in the past 40 
years, most notably among the age group of 14 to 25. The decrease is explained by the fact that 
young people in France drink less wine than the older people. The purchasing behavior of young 
wine consumers is driven by the consumer’s perception of wine label authenticity. Authenticity 
is further defined and is broken down into two dimensions in terms of wine labeling: originality 
and projection. These factors help to explain how younger aged wine consumers in France 
perceive performance risk, perceived price and purchase intentions based on the wine label 
(Guerinet and Renaud 2007).  
Authenticity of wine labels is an important influence on young wine purchasers not only 
in France, but also in the U.S. Location is one of the most important influences of marketing a 
product’s credibility to a consumer, and laws have been set in place to protect the place name on 
a bottle’s label to exclusively include only the region that produces the wine. A poll conducted 
by Peter D. Hart Research Associates, found that 69% of wine consumers between the ages of 18 
and 49 in the U.S consider truth-in-labeling a strong reason to support a law prohibiting 
misleading labels. It is important to note that this age group is the fastest growing segment of the 
U.S. wine market; hence, wine label authenticity is an important deciding factor for this age 
group both in the U.S and France when it comes to purchasing wine (Hall 2008). 
Focusing on a smaller demographic, Stewart (2007) obtained market research 
information on the effects of wine labels on the San Luis Obispo wine consumer’s purchase 
decisions. The research was focused on the aesthetics of wine labels. This was broken down into 
two categories:  appearance and content. A survey was administered to residents of San Luis 
Obispo, in order to gather primary data on specific wine label characteristics that consumers 
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consider when purchasing wine. The survey results supported the idea that most San Luis Obispo 
wine drinkers purchased wine based upon label appearance, but other labeling characteristics 
such as authenticity of wine label and the origin, still appealed to some. Further analysis 
concluded that wine education may also play a role in wine purchasing decisions.  While the 
study only represented a small sample and results may be have been skewed by bias’, the study 
showed how consumers in one of California’s major wine regions is affected by label 
characteristics. 
 
Effective Wine Label Designs 
 
A combination of effective colors and shapes are apparent on the labels of Long Island 
wines. Given the competition to stand out on market shelves, the art of the label is the most 
important facet for wine merchandising. The label for Channing Daughters Winery is said to 
stand out because of its stunning artwork. Some of the labels depicted the unusual wood 
sculptures of the owner, and another of their labels is white on white, with the wine’s name 
embossed and barely visible. The Pellegrini Vineyards label has linked vertical and horizontal 
rectangles resembling a bird taking flight. Leib Family Cellars wine labels convey a jewelry like 
effect, which Goldberg (2006) claimed it conveyed a class act message. The name Leib appears 
in gold capital letters, in four vertically aligned and separated squares. Goldberg is particularly 
drawn to fresh summer whites, pale brass, pale golds, and hay colors.  
Luvaro (1996) examined the initial process that designers believe creates an effective 
wine label, such as the ones stated above. Luvaro (1996) works from the very beginning to create 
an identity for the product that satisfies the client’s dreams and desires they want their product to 
convey. The design studio that Luvaro owns believes the secret to their success is representing a 
13 
 
product with an approach that “embraces professionalism and emotion in equal measure” 
(München 1996). Label design should efficiently communicate the concepts behind the wine, 
and help to confirm the promises the product evokes in the consumer’s mind. The author argues 
that label design is more than just dressing the bottle, rather it’s a holistic task, gaining the 
attention of the body and soul. Studio Luvaro is comprised of a package designer, a project 
manager, and an art director who have all graduated as graphic designers at the National 
University of Cuyo in Argentina. They base their design aesthetics on the foundation of their 
culture and roots. Their main goal in designing wine labels is to produce original and graphical 
ways of inspiring the consumer’s imaginations rather than solely through the contents of the 
bottle. 
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CHAPTER 3 
 
 
METHODOLOGY 
 
 
Procedures for Data Collection 
 
 
In order to assess a wide variety of wine labels with different design characteristics, a 
sample of 50 was taken randomly from a set of 1,400 California wine labels provided by 
Washington State University. Selection of the sample was with a random number process in 
Excel.  
Wine prices and the Parker Score quality rating will be used as the dependant variable 
when tested against ten different artistic and design features of the wine labels. Each wine label 
is a California produced wine. Results will be analyzed when pooled with two other evaluators.  
 The following will be given to each evaluator upon the analysis of the 50 wine labels in 
order to insure that variable definitions are understood and rated based on the same qualities, and 
to explain the numeric value given to each variable answer. The price of the wine and the Parker 
Score Quality of Rating will not be provided to the evaluator in order to avoid skewing the 
evaluator’s responses.  
 
INDEPENDENT VARIABLE DEFINITIONS AND SCORING INSTRUCTIONS 
 
VARIABLE 1: Balance of Label and Image is Symmetrical 
 
 
The label and/ or image on the label has some sort of symmetry.
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Scoring: 
Yes= 1  No= 0 
 
Symmetrical balance can be described as having equal "weight" on equal sides of a centrally 
placed focal point. When the elements are arranged equally on either side of a central axis, the 
result is Bilateral symmetry. This axis may be horizontal or vertical. It is also possible to attain 
balance by arranging elements equally around a central point, resulting in radial symmetry (Saw 
2002). 
Vertical      Horizontal       Radial 
               
     
 
 
Ex:                                   
                 
 
Near symmetry is based on symmetry but the two halves are not exactly the same. Slight 
variations will probably not change the balance but there is more potential for variety and hence 
more interest. When the sides become too different, symmetry ceases to exist and balance must 
depend on other concepts (asymmetry) (Saw 2002). 
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Ex:  
  
 
VARIABLE 2: Label has Graphical Image Other Than Winery Name and Varietal 
 
Scoring: 
Yes= 1               No= 0 
 
               
 
 
 
 
VARIABLE 3: Proportions of the Elements on the Label  
 
 
Proportion refers to the relative size and scale of the various elements in a design. This concerns 
the relationship between objects, or parts of a whole. Is the winery name the largest image? Is the 
varietal the largest image? Is the image the largest part? Are they all similar in proportion? 
 
Scoring: 
Winery name largest= 1         Varietal name largest= 2     Image is largest= 3 
 
 
 
 
 
WINERY 
Varietal  
WINERY 
Varietal 
WINERY 
Varietal  
 
WINERY 
 
Varietal 
WINERY 
Varietal  
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Equally Proportionate= 0 
 
VARIABLE 4: Contains a Contrasting or Repeating Emphasis 
 
 
Emphasis is also referred to as point of focus. It marks the locations in a composition which 
most strongly draw the viewer’s attention. Usually there is a primary or main point of emphasis, 
with perhaps secondary emphasis in other parts of the composition. The emphasis is usually an 
interruption in the fundamental pattern or movement of the viewer’s eye through the 
composition, or a break in the rhythm (Jirousek 1995).  
 
Scoring: 
No Emphasis= 0 
Repetition= 1 
Contrast= 2 
Emphasis can be achieved in a number of ways. Repetition creates emphasis by calling attention 
to the repeated element through sheer force of numbers (Jirousek 1995).  
 
Ex:  
 
 
 
 
 
Contrasting background colors in comparison to the image or typography achieves emphasis 
by setting the point of emphasis apart from the rest of its background. Various kinds of contrasts 
are possible. Ex: The use of a neutral background isolates the point of emphasis.  
 
 
VARIABLE 5: Use of Gold 
Gold is used somewhere in label. 
 
Scoring: 
Yes= 1  No= 0 
 
VARIABLE 6: Shape of Label 
 
Scoring: 
Rectangle or Square= 0  Diamond or Polygon shape that differs from a square or 
rectangle, not all corners are 90 degree angles= 1 
 
 < < < < < < < 
<  <  <  <  < 
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VARIABLE 7: Cursive Typography is Used Somewhere in the Label 
 
 
Typography that is similar to cursive in some way. Swirly, fancy type of font, often times 
italicized. 
 
Scoring: 
Some form of cursive font used for any part of the label 
Yes= 1  No= 0 
 
VARIABLE 8: At Least Two of the Main Colors Used in the Label are Cool Colors 
 
 
Not including minor details of the image if an image is used. Cool colors used for the 
typography, border, shading, background, and simple logo image are the main focus.  
 
Scoring: 
Two or More Cool Colors 
Yes= 1  No= 0 
 
 
VARIABLE 9: Organic versus Geometric Imagery Used 
 
 
Form and shape can be described as either organic or geometric.  
Organic forms are typically irregular in outline, and often asymmetrical (Jirousek 1995). 
Organic forms are most often thought of as naturally occurring, i.e. mountains. 
Geometric forms are those which correspond to regular shapes, such as squares, rectangles, 
circles, cubes, spheres, cones, and other regular forms. These forms are most often thought of as 
constructed or made (Jirousek 1995).  
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Scoring: 
Organic forms= 1  Geometric forms= 0  Not Applicable= 2 
 
VARIABLE 10: Realistic versus Abstract Imagery Used 
 
 
Realistic 
The images used are recognized as everyday objects and environments (Jirousek 1995).  
 
Ex: 
 
 
Abstract 
The images are difficult or impossible to identify in terms of the normal, daily visual experience. 
In general, images can be "abstracted" or derived from realistic images, perhaps even distorted, 
in such a way that the source is not immediately apparent (Jirousek 1995).  
 
Ex: 
 
 
Scoring: 
Realistic Imagery= 1  Abstract Imagery= 0  Not Applicable= 2 
 
 
 
Procedures for Data Analysis 
 
 
The assessment of each wine label’s characteristics and the relationship of these 
characteristics to the wine’s price and quality given newfound knowledge on the subject will be 
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used as a test factor against fellow researchers. After the first month of analysis, results from 
each student who conducted the assessment will be combined. Three separate evaluations on the 
initial 50 wine labels using the same variable characteristics will be analyzed, and the 
percentages of similar responses will be calculated. The next step will be to combine the initial 
50 wine labels, with another evaluator’s 50 different wine labels and include the numeric values 
of the similar variables used given to those new labels. This will create a larger sample of 100.  
  The ten artistic and design variables with the evaluators score’s will be used as 
independent variables and will be used to run a regression against the wine’s price and the wine’s 
Parker Score Quality of Rating which will be the dependant variables. P-values with values less 
than 0.1 will be values that are considered to be significant, and are therefore factors that 
influence a wine’s price or quality rating.  
The model therefore is: 
Y= q (Symmetry, Image, Proportion, Emphasis, Gold, Shape, Cursive, Color, Organic, Realistic) 
 
Where: 
Y= Dependant variable: Either price of wine or Parker Score of Quality Scale 
q= Y is a function of the independent variables 
Symmetry= Balance of the label and/ or image on the label has some type of symmetry 
Image= Label has a graphical image other than the winery name and varietal type 
Proportion= Scale of wine name, varietal name, and label image in comparison to one another 
Emphasis= Label contains a contrasting or repeating emphasis 
Gold= Use of the color gold anywhere on the label 
Shape= Shape of the label is either a rectangle or square, or differs from these two shapes 
Cursive= Cursive typography is used somewhere on the label 
Color= At least two of the main colors used on the label or image are cool temperature colors 
Organic= Rather than geometric forms, the label uses mainly organic forms as imagery 
Realistic= Rather than abstract images, the label uses realistic imagery 
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Scoring instructions to test the hypothesis: 
 
 
 
 
Assumptions and Limitations 
 
 
It can be assumed that among three evaluators, there will be some discrepancies when 
scoring the variables of the 50 wine labels. Inconsistent scoring can imply that the variables are 
not reliable factors of evaluation, because they can be subject to objective judgment that differs 
Independent 
Variable Description 
Scoring 
Yes 
No 
(All 
Else) 
Exceptions 
Symmetry Contains some sort or imagery 1 0 
 
Image Label has image other than 
winery name and varietal 1 0 
Proportion Image, winery name, 
varietal name equally 
proportionate 0 1 
Winery 
Name 
Largest 
Varietal 
Name 
Largest 
Image 
Largest 
 
1 2 3 
Emphasis 
Contrasting background 
color is used to emphasize 
typography, symbols, or 
images - - 
 
No 
Emphasis Repetition 
Contrasting 
Background 
Color 
0 1 2 
Gold Gold is used somewhere on label 1 0 
 
Shape 
Label shape is anything 
other than rectangle or 
square 1 0 
Cursive Use of cursive typography 
anywhere on label 1 0 
Color 
Label and/or image does 
not have two or more cool 
temperature colors 0 1 
Organic Image is organic 1 0 
Realistic Image is realistic 1 0 
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between evaluators. Some of the wine labels lose image quality when the size is increased, and it 
therefore might be hard to see minor details of the label when it is printed out. The variables tend 
to focus on more broad aspects of the design and artistic features of the wine labels, and will 
therefore not rely on the evaluation of very small details. While the golden mean might have 
been a good variable to use, the fact that the labels collected are not in exact scale of true to size 
wine labels, measuring the exact proportions is not possible. 
 
Data Evaluation and Interpretation 
 
 
Variable scoring between the three evaluators differed at a level of 51.4% accuracy, and 
therefore only the initial evaluator’s scoring of the ten variables for each wine label was used to 
run regression tests.  
A regression test was run using the initial variable scores and the set of 50 wine labels. 
The dependant variable was wine price, and the independent variables were the following: 
symmetry, contains an image, proportion, emphasis, use of gold, shape of label, cursive 
typography, use of two or more cool temperature colors, organic versus geometric shapes used to 
create an image, and the image was either realistic or abstract. Each variable was assigned a 
specific value based on what the evaluator determined was an appropriate score upon viewing 
the set of 50 wine labels based on their knowledge of the subject and definitions of the variables 
provided to them. The regression test showed that only one of the ten variables was significant 
because it had a P-value below 0.1, indicating that only one label characteristic had a relation or 
influence to a wine’s price. The only variable that appeared to be significant was the use of 
imagery on a wine label, with a P-value of 0.004.  
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A second regression was run using the same scores for the same variables against the 
initial set of 50 wine labels, but the dependant factor in this test was the Parker Score of Quality 
Scale that was assigned to each wine. The test concluded that two different variables had a P- 
value that was less than the 0.1, and were therefore considered significant variables that 
influenced the Parker Score Rating for the wine. These variables were the use of imagery and the 
proportion of the elements in the label, with P-values at 0.023 and 0.056 respectively.  
After combining another evaluator’s 50 wine labels to the initial set of 50 labels, the 
sample size is increased and it may increase the level of significance between the dependant and 
independent variables. Only two of the variables used were the same between both of the 
evaluator’s sample of variables. These were the following: the use of gold and a realistic versus 
an abstract image. A regression test determined that none of the newly generated P-values for 
these two independent variables when 50 new labels were added, had a value less than 0.1, and 
therefore did not prove to be significant influences of the given wine’s price.  
A regression test using the Parker Score of Quality Rating as the dependant variable 
against the two independent variables was not able to be performed because some of the 
additional wine labels had scores that were rated under a different quality rating system, and 
therefore the values were not judged on the same numerical scales.  
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CHAPTER 4 
 
 
DEVELOPMENT OF THE STUDY 
Some scores were expected to differ and be inconsistent with the initial evaluator’s 
scoring. After comparing the scores between three evaluations for all 50 wine labels given ten 
scored variables, there was no one wine label that had completely consistent scoring across the 
board. If the combined inaccuracies amongst scoring were below a level of 75% accuracy, then 
regressions will only be run on the initial evaluator’s scoring of the 50 wine labels. The percent 
of scoring consistency across the ten variables for each wine label was calculated between the 
three separate evaluator’s scores, in order to evaluate the consistency and validity in the scoring 
(refer to Appendix A). Given one wine label and the ten variables, the variable was considered 
completely consistent if all three evaluator scores were the same, and inconsistent if one or more 
of the evaluator scores per variable was different. The level of consistency between the variable 
scores was calculated for each wine label separately, and added to get a total percent over the 
possible total amount of accurate scores.  
To calculate the individual wine label scoring consistency, the number of variables across 
a single label’s column with evaluator scores that were completely the same were taken as a 
percent of the total variables. For example, three of the variable categories for Wine Label A had 
inconsistent scoring among the three evaluators. Therefore, Wine Label A had a 70% level of 
consistency among the scores. When adding up the percent of consistent scoring from all of the 
wine labels, it was determined that 51.4% of all of the scoring was consistent. This is not a 
reliable number, and regression tests to evaluate the relationship of the variables to the price and 
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quality score will be run based only on the initial evaluation scores. Discrepancies in scores can 
be attributed to the fact that the evaluators may have perceived variables differently.  
A regression test was used to determine if the variables scored for the initial 50 wine 
labels set have an influence on the price of wine (refer to Appendix B: Table 1).  
Table 1:  
 
 
After running a regression, the variable with P-values below 0.1 were considered to be 
significant, and were therefore a wine label characteristic that has a relation or influence to a 
wine’s price. The only variable that appeared to be significant was the use of imagery on a wine 
label, with a P-value of 0.004. This may be significant because a wine’s price can be slightly 
higher or lower given the inclusion of imagery on a label, because with the use of imagery, the 
wine might be noticed more and therefore purchased more. With the increase in demand for that 
Price as the Dependant Variable
Regression Statistics
Multiple R 0.34833529
R Square 0.12133747
Adjusted R Square 0.05812434
Standard Error 27.8338703
Observations 150
ANOVA
df SS MS F
Regression 10 14870.82 1487.082 1.919498
Residual 139 107686.7 774.7243
Total 149 122557.5
Coefficients
Standard 
Error t Stat P-value
Intercept 63.055 10.602 5.948 0.000
Symmetrical 6.890 5.003 1.377 0.171
Contains Graph. Image -18.318 6.272 -2.920 0.004
Proportion 2.313 2.757 0.839 0.403
Emphasis -2.201 2.683 -0.820 0.413
Gold Used -5.859 5.117 -1.145 0.254
Shape of Label -6.368 5.235 -1.216 0.226
Cursive Typography -0.555 4.963 -0.112 0.911
Cool Temp.Colors -5.482 4.760 -1.152 0.251
Org.vs Geo. -2.512 4.083 -0.615 0.539
Real. Vs Abs. 1.623 3.803 0.427 0.670
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particular wine, the price can be increased. If there is no image, it may decrease the amount sold 
of that particular wine because people are less likely to be drawn to it, and therefore the price 
may be decreased with a decreased demand. The use of familiar imagery or symbols may also 
invoke brand recognition and brand loyalty, and may also be a contributing factor to the price.  
 For the remaining independent variables, the following hypotheses were tested using the 
dependant variable as price (refer to Appendix B): 
Symmetry 
Accept the Null Hypothesis if the following occurs: 
Ha: Symmetry has P-Value > 0.1 
 
Reject the Null Hypothesis if the following occurs: 
Ho: Symmetry has P-Value < 0.1 
 
The independent variable of the wine label and/or graphical image on the wine label has 
some axis of symmetry was tested and has a P-Value of 0.171. Reject the Null hypothesis. The 
design characteristic of the wine label having some type of axis of symmetry is not a significant 
factor of influencing a wine’s price. 
 
Proportion 
 
Accept the Null Hypothesis if the following occurs: 
Ha: Proportion has P-Value > 0.1 
 
Reject the Null Hypothesis if the following occurs: 
Ho: Proportion has P-Value < 0.1 
 
The independent variable of the wine label’s image, winery name and varietal name on 
the label are equally proportionate in size, was tested and has a P-Value of 0.403. Reject the Null 
hypothesis. The design characteristic of the wine label having equally proportionate design 
elements is not a significant factor in influencing a wine’s price. 
 
Emphasis 
 
Accept the Null Hypothesis if the following occurs: 
Ha: Emphasis has P-Value > 0.1 
 
Reject the Null Hypothesis if the following occurs: 
Ho: Emphasis has P-Value < 0.1 
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The independent variable of the wine label’s main emphasis using contrasting 
background colors to typography, image or symbol, was tested and has a P-Value of 0.413. 
Reject the Null hypothesis. The design characteristic of the wine label having a contrasting use 
of colors as a function of emphasis is not a significant factor in influencing a wine’s price. 
 
Gold Use 
 
Accept the Null Hypothesis if the following occurs: 
Ha: Gold Use has P-Value > 0.1 
 
Reject the Null Hypothesis if the following occurs: 
Ho: Gold Use has P-Value < 0.1 
 
The independent variable of the wine label’s use of gold was tested and has a P-Value of 
0.254. Reject the Null hypothesis. The artistic characteristic of the wine label’s use of Gold is not 
a significant factor in influencing a wine’s price. 
 
Shape of Label 
 
Accept the Null Hypothesis if the following occurs: 
Ha: Label Shape Use has P-Value > 0.1 
 
Reject the Null Hypothesis if the following occurs: 
Ho: Label Shape Use has P-Value < 0.1 
 
The independent variable of the wine label shape as anything other than a rectangle or 
square was tested and has a P-Value of 0.226. Reject the Null hypothesis. The design 
characteristic of the wine label’s shape that differs from a rectangle or square is not a significant 
factor in influencing a wine’s price. 
 
Cursive Typography 
Accept the Null Hypothesis if the following occurs: 
Ha: Cursive Typography has P-Value > 0.1 
 
Reject the Null Hypothesis if the following occurs: 
Ho: Cursive Typography has P-Value < 0.1 
 
The independent variable of the wine label having cursive typography somewhere on the 
label was tested and has a P-Value of 0.911. Reject the Null hypothesis. The artistic 
characteristic of the wine label’s use of Cursive Typography is not a significant factor in 
influencing a wine’s price. 
 
Cool Temperature Colors 
 
Accept the Null Hypothesis if the following occurs: 
Ha: Cool Temperature Colors has P-Value > 0.1 
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Reject the Null Hypothesis if the following occurs: 
Ho: Cool Temperature Colors has P-Value < 0.1 
 
The independent variable of the wine label’s main use of colors were considered to be 
two or more cool temperature colors, was tested and has a P-Value of 0.251. Reject the Null 
hypothesis. The artistic characteristic of the wine label’s main use of colors were that were 
considered to be two or more cool temperature colors, is not a significant factor in influencing a 
wine’s price. 
 
Organic Imagery versus Geometric Imagery 
 
Accept the Null Hypothesis if the following occurs: 
Ha: Organic Imagery vs. Geometric Imagery has P-Value > 0.1 
 
Reject the Null Hypothesis if the following occurs: 
Ho: Organic Imagery vs. Geometric Imagery has P-Value < 0.1 
 
The independent variable of the wine label’s image is considered to be organic, was 
tested and has a P-Value of 0.539. Reject the Null hypothesis. The artistic characteristic of the 
wine label’s image as organic is not a significant factor in influencing a wine’s price. 
 
Realistic versus Abstract Imagery 
 
Accept the Null Hypothesis if the following occurs: 
Ha: Realistic Imagery vs. Abstract Imagery has P-Value > 0.1 
 
Reject the Null Hypothesis if the following occurs: 
Ho: Realistic Imagery vs. Abstract Imagery has P-Value < 0.1 
 
The independent variable of the wine label’s image is considered to be realistic, was 
tested and has a P-Value of 0.670. Reject the Null hypothesis. The artistic characteristic of the 
wine label’s image as realistic is not a significant factor in influencing a wine’s price. 
 
 
 A second regression was run using the same scores for the same variables against the 
initial set of 50 wine labels, however the dependant factor in this test was the Parker Score of 
Quality Scale that was assigned to each wine (refer to Appendix C: Table 2).  
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Table 2: 
 
 
In this test, two different variables had a P- value that was less than the 0.1, and were 
therefore considered significant variables that influenced the Parker Score Rating for the wine. 
These variables were the use of imagery and the proportion of the elements in the label, with P-
values at 0.023 and 0.056 respectively. Once again, the use of imagery on a label can invoke 
brand recognition and loyalty, aiding in helping the label to stand out on the retail shelves.  A 
label that stands out may increase the perception of a wine’s value, perhaps influencing the rating 
of the Parker Score. The proportion of the label elements is also significant which may indicate 
that the perceived value of the wine which is quantified by the Parker Score, can in some way be 
influenced by the weighted scale of each of the elements.  
Parker Score as Dependant Variable
Regression Statistics
Multiple R 0.3395694
R Square 0.11530738
Adjusted R Square 0.05166043
Standard Error 3.43741209
Observations 150
ANOVA
df SS MS F Significance F
Regression 10 214.0635 21.40635 1.811672 0.063790107
Residual 139 1642.396 11.8158
Total 149 1856.46
Coefficients
Standard 
Error t Stat P-value
Intercept 89.699 1.309 68.508 0.000
Symmetrical 0.310 0.618 0.502 0.616
Contains Graph. Image -1.783 0.775 -2.302 0.023
Proportion 0.656 0.340 1.928 0.056
Emphasis -0.141 0.331 -0.425 0.671
Gold Used -0.922 0.632 -1.458 0.147
Shape of Label -0.954 0.647 -1.476 0.142
Cursive Typography 0.443 0.613 0.723 0.471
Cool Temp.Colors -0.422 0.588 -0.718 0.474
Org.vs Geo. -0.411 0.504 -0.815 0.417
Real. Vs Abs. 0.045 0.470 0.096 0.923
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When combining another evaluator’s 50 wine labels to the initial set of 50 labels, two 
variables of the ten were consistent: the use of gold and a realistic versus abstract image (refer to 
Appendix D). A regression test was run to determine if the addition of the new 50 wine labels 
and the two similar variables created a significant result. However, none of the newly generated 
P-values for these two independent variables when 50 new labels were added, had a value less 
than 0.1, and therefore did not prove to be significant influences of the given wine’s price.  
A regression test using the Parker Score of Quality Rating as the dependant variable 
against the two independent variables was not able to be performed because some of the 
additional wine labels had scores that were rated under a different quality rating system, and 
therefore the values were not judged on the same numerical scales.  
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CHAPTER 5 
 
 
SUMMARY, CONCLUSIONS, AND RECOMMENDATIONS 
 
 
Summary 
 
 
An initial set of 50 California wine labels was scored against a set of ten artistic and 
design variables: symmetry, the label has an image, proportion of the label elements, use of 
emphasis, gold usage, shape of the label, cursive typography, two or more cool temperature 
colors, organic vs. geometric imagery, and realistic vs. abstract imagery. These ten variables 
were used to run a regression to determine if they had any correlation to the wine’s price. 
The one variable that showed a significant correlation was the independent variable of 
imagery use in the label.  
Variables tested against the Parker Score of Quality Scale indicated that the use of an 
image on a label and the proportion of label elements are significant enough to have some 
correlation to the Parker Score. 
Scores for the same variables and wine labels were collected from three evaluators, but 
due to lack of consistent scoring, the scores were only used from the initial evaluator.  
 
Conclusions 
 
 
While only one independent variable showed a level of significance when compared to 
price, the absence of significance may be indicative of what is not an influence of wine pricing. 
Although the variables chosen were researched artistic and design theories, the perception of 
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these variables is objective and may be the reason that scores differed between the evaluators. 
While the artistic and design variables of a wine label may persuade a consumer, they do not 
affect how a wine is originally priced by the manufacturer.  
 
Recommendations 
 
 
The testing for these variables against wine price would be more effective if the evaluator 
was given a high quality image of the wine label. Features and details are lost when an image is 
pixilated on a computer, and may skew results of evaluation. Evaluators enter the scoring with 
preconceived notions of the basic definitions for certain design and artistic characteristics. If 
each evaluator had exactly the same definitions for the variables to learn from initially, scoring 
might be less objective. Objective scoring might be reduced if each evaluator was asked to re-
score the wine labels a couple of times, and use the average of their scores.  
Wine label marketing is crucial in selling a wine, especially for startup brands. 
Understanding how artistic and design variables affect consumer preference would be important 
to test on if more time for the project was allotted.  
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APPENDICES 
Appendix A 
 
 
 
 
 
 
Price Rate Winery Varietal MW JW V MW JW V MW JW V MW JW V MW JW V MW JW V MW JW V MW JW V MW JW V MW JW V
#diff. var. 
scores
20 83 Alexander Valley Vineyards Cabernet S uvignon Alexander Valley Wetzel Family Estate 1999 0 0 1 1 1 1 3 1 2 0 0 2 0 0 0 0 0 0 0 0 0 0 0 0 1 1 1 0 1 1 60%
11 86 Amberhill Raymond Cabernet Sauvignon California 1999 1 1 1 1 1 0 3 2 2 2 2 2 1 1 1 0 0 0 1 1 1 0 1 0 2 2 2 0 2 0 60%
70 87  Anderson's Conn Valley  Éloge Napa Valley 1999 1 1 1 1 1 1 2 1 3 2 0 0 0 1 1 1 0 1 1 1 1 0 1 1 1 2 2 1 0 1 30%
55 87  Anderson's Conn Valley  Cabernet Sauvignon Napa Valley Estate Reserve 1999 1 0 1 1 1 3 3 2 2 0 0 0 0 0 1 0 0 0 0 0 1 0 1 1 1 1 1 1 1 50%
85 94  S. Anderson  Cabernet Sauvignon Stags Leap District Richard Chambers Vineyard 1999 1 1 1 1 1 1 1 1 2 2 2 2 1 1 1 1 1 1 1 1 1 0 1 0 1 1 2 0 0 2 60%
50 83  Aquinas  Napa Valley 1999 1 1 1 0 0 1 1 1 2 2 2 2 0 0 0 0 0 0 0 0 0 0 0 1 2 2 0 2 2 0 50%
22 87  Arrowood  Cabernet Sauvignon Sonoma County Grand Archer 1999 1 1 1 1 1 0 2 1 1 2 0 0 1 1 0 1 1 1 0 0 0 0 1 1 0 2 1 0 0 1 30%
45 90  Arrowood  Cabernet Sauvignon Sonoma County 1999 1 1 1 1 1 1 1 2 2 2 2 1 1 1 1 1 1 1 1 0 0 1 0 0 2 0 0 0 2 60%
60 92  Barnett  Cabernet Sauvignon Spring Mountain District 1999 1 0 1 1 1 1 3 3 2 0 0 0 0 0 0 1 0 0 1 1 1 1 0 0 1 1 1 1 1 1 60%
13 82  Baron Herzog  Cabernet Sauvignon California  1999 0 0 0 1 1 1 0 1 3 2 2 2 1 1 1 1 1 1 1 1 1 0 1 1 0 0 0 0 0 0 80%
12 84  Beaulieu Vineyard  Cabernet Sauvignon California Coastal 1999 0 0 1 0 0 1 1 1 1 0 2 2 1 1 1 1 1 1 1 1 1 0 1 1 2 2 0 2 2 0 40%
50 89  Beringer  Cabernet Sauvignon Knights Valley Appellation Collection Reserve 1999 1 1 1 1 1 0 3 3 2 2 0 0 1 1 1 1 1 1 1 1 1 0 1 0 1 1 1 1 1 1 60%
100 93  Beringer  Cabernet Sauvignon Napa Valley Private Reserve 1999 1 1 1 1 1 1 1 1 2 1 1 1 1 0 0 1 0 0 1 1 1 1 0 1 0 0 0 2 0 0 50%
22 83  Buena Vista Cabernet Sauvignon Carneros 1999 1 1 1 1 1 1 1 1 2 2 2 2 1 1 0 1 1 1 1 1 1 0 0 1 1 1 1 0 1 1 60%
48 91  Cakebread  Cabernet Sauvignon Napa Valley 1999 1 1 1 1 1 1 3 1 2 2 2 2 0 0 0 0 0 0 0 0 0 1 0 1 1 1 1 1 1 1 80%
120 92  Cardinale  Napa-Sonoma Counties 1999 1 1 1 0 0 0 1 1 2 2 0 2 1 1 1 0 0 0 0 0 0 0 0 0 2 2 0 2 2 0 60%
18 88  Carmenet  Cabernet Sauvignon North Coast Dynamite 1999 0 0 0 1 1 3 3 2 0 2 0 1 1 0 0 0 0 0 0 0 1 1 1 1 1 1 1 1 1 70%
20 89  Chateau Souverain  Cabernet Sauvignon Alexander Valley 1999 1 0 1 1 1 1 3 3 2 0 0 2 1 1 0 1 1 1 0 0 0 1 0 0 1 1 1 1 1 1 50%
29 84  Clos Du Val  Cabernet Sauvignon Napa Valley 1999 1 1 1 1 1 1 0 1 2 2 1 2 1 1 1 1 0 0 1 1 1 1 0 1 1 2 1 0 0 1 40%
60 89  Clos Pegase Cabernet Sauvignon Napa Valley Palisades Vineyard 1999 1 0 1 1 1 3 1 2 2 2 2 1 1 1 0 0 0 0 0 0 1 1 0 1 2 1 1 1 1 60%
60 87  Cornerstone  Cabernet Sauvignon Napa Valley Cornerstone Vineyard 1999 0 0 0 0 0 0 0 1 3 1 0 0 0 0 0 1 1 1 0 0 0 0 0 0 2 2 0 2 0 0 60%
62 94  Darioush  Cabernet Sauvignon Napa Valley 1999 0 1 0 1 1 1 3 3 2 2 2 2 1 1 1 0 0 0 0 0 0 1 0 0 1 1 2 1 1 1 60%
21 86  Dry Creek  Cabernet Sauvignon Sonoma County 1999 0 1 1 1 1 1 3 1 2 2 2 1 1 1 1 1 1 1 1 1 1 1 0 1 1 1 1 1 1 70%
15 87  Echelon  Cabernet Sauvignon California  1999 1 1 1 1 1 1 3 3 1 1 2 2 0 0 0 0 0 0 0 0 0 1 1 1 1 1 1 1 1 1 80%
10 83  Fetzer  Cabernet Sauvignon California Valley Oaks 1999 1 1 1 1 1 1 1 2 2 2 1 1 1 1 1 0 1 0 1 1 0 1 1 1 1 1 1 1 1 50%
13 83  Fetzer  Cabernet Sauvignon Central Coast Five Rivers Ranch  1999 0 1 0 1 1 0 1 1 2 1 0 1 1 1 1 0 0 1 0 0 0 1 1 1 1 1 0 0 1 0 30%
50 89  Flora Springs  Trilogy Napa Valley 1999 0 0 0 1 1 1 3 3 3 2 2 1 1 1 1 0 0 0 0 0 0 1 1 0 0 1 1 0 0 1 60%
15 86  Foppiano  Cabernet Sauvignon Russian River Valley 1999 1 1 1 1 1 1 1 1 2 2 0 0 1 1 1 1 1 1 0 0 0 1 1 1 0 1 0 0 0 0 70%
35 92  Forefathers Cabernet Sauvignon Alexander Valley 1999 0 0 1 1 1 1 3 3 3 0 2 1 0 0 0 0 0 1 0 0 1 0 1 0 0 1 1 0 0 1 30%
45 87  Franciscan Oakville Estate  Magnificat Napa Valley 1999 1 1 1 1 1 1 2 1 2 2 2 0 1 1 1 1 1 1 1 1 1 0 1 1 1 2 1 0 2 1 50%
32 87  Freemark Abbey  Cabernet Sauvignon Napa Valley 1999 0 0 1 1 1 1 3 3 2 2 2 1 1 1 1 1 1 1 0 0 1 0 0 0 1 1 0 1 1 0 40%
13 86  Gallo of Sonoma  Cabernet Sauvignon Sonoma County Reserve 1999 0 0 0 1 1 1 0 1 3 1 2 1 1 1 1 1 1 1 1 1 1 0 1 0 1 1 0 1 1 0 50%
17 83  Geyser Peak  Cabernet Sauvignon Sonoma County 1999 1 1 1 1 1 1 1 1 2 0 1 1 1 0 1 0 1 1 1 1 0 1 0 0 2 2 2 2 2 50%
40 86  Geyser Peak  Cabernet Sauvignon Sonoma County Reserve 1999 1 1 1 1 1 1 1 1 2 2 0 1 1 1 0 0 0 0 0 0 1 0 1 0 0 2 0 2 2 0 30%
45 87  Geyser Peak  Alexandre Meritage Reserve Alexander Valley 1999 1 1 1 1 1 1 1 1 2 2 0 1 1 1 1 1 1 0 1 0 0 0 0 1 0 2 1 2 2 1 30%
40 91  Girard  Napa Valley 1999 1 0 1 0 0 0 1 1 3 2 0 1 0 0 1 0 0 0 1 1 0 0 0 1 2 2 1 2 2 1 20%
22 84  Guenoc  Victorian Claret North Coast 1999 0 0 0 1 1 1 3 3 1 0 2 0 1 1 0 0 0 0 0 0 0 0 1 1 1 1 1 1 1 1 60%
55 88  Guenoc  Cabernet Sauvignon Napa Valley Beckstoffer IV Vineyard Reserve 1999 1 1 1 1 1 1 3 3 3 0 2 0 1 1 1 0 0 1 0 0 1 0 1 0 1 1 1 1 1 1 60%
23 91  Justin  Cabernet Sauvignon Paso Robles 1999 0 0 0 1 1 1 3 3 2 0 1 0 0 0 0 0 0 0 0 1 1 1 1 0 0 1 0 0 0 0 50%
12 84  Kendall-Jackson  Zinfandel California Vintner's Reserve 1999 0 1 0 1 1 1 3 2 2 0 0 1 1 1 1 1 1 0 1 1 1 1 1 0 1 2 0 1 0 0 30%
109 95  Dominus Estate  Napa Valley 1999 0 0 0 0 0 0 1 1 2 2 1 0 0 0 1 0 0 1 1 1 1 0 0 1 2 2 0 2 2 0 30%
50 93  Louis M. Martini  Cabernet Sauvignon Sonoma Valley Monte Rosso Vineyard Family Vineyard Selection 1999 0 0 0 0 0 0 0 1 2 2 2 0 1 0 1 0 0 1 1 1 1 0 1 1 2 2 0 2 2 0 30%
39 90  Merryvale  Cabernet Sauvignon Napa Valley Reserve 1999 1 1 1 1 0 0 1 1 2 0 0 0 1 0 1 1 1 1 1 1 1 0 0 1 0 2 0 0 2 0 40%
90 93  Merryvale  Profile Napa Valley 1999 1 1 1 1 0 0 1 1 2 2 0 0 1 0 1 1 1 1 0 0 1 0 0 1 0 2 0 0 2 0 20%
60 92  Miner  Cabernet Sauvignon Oakville 1999 1 1 1 1 1 1 1 2 1 2 1 0 0 0 1 1 1 1 0 0 0 1 0 0 0 0 0 0 2 50%
125 94  Robert Mondavi  Cabernet Sauvignon Napa Valley Reserve 1999 0 0 0 1 1 1 3 3 1 0 0 0 0 0 0 0 0 0 0 0 0 1 0 1 1 1 2 1 1 1 70%
30 87  Mount Eden  Cabernet Sauvignon Santa Cruz Mountains 1999 0 0 0 0 1 0 1 1 2 2 1 0 0 0 0 0 0 0 1 1 1 0 0 0 2 2 1 2 2 0 50%
40 88  Mount Veeder  Cabernet Sauvignon Napa Valley 1999 1 1 1 1 1 1 3 0 2 2 0 1 1 1 1 0 0 0 0 0 0 0 1 0 1 2 0 1 0 1 50%
22 84  Murphy-Goode  Cabernet Sauvignon Alexander Valley  1999 1 1 1 1 1 1 1 1 2 0 0 1 1 1 1 1 1 1 0 0 0 1 1 1 1 2 2 1 2 2 60%
22 90  Newton  Claret Napa Valley 1999 0 1 1 1 1 1 1 1 2 2 2 1 1 1 1 0 0 0 0 0 0 0 1 1 1 1 2 1 0 2 40%
65 87  Nickel & Nickel  Cabernet Sauvignon Oakville Tench Vineyard 1999 0 0 0 1 1 0 3 3 2 1 1 1 1 0 1 1 1 0 0 1 0 1 0 1 1 1 1 1 1 1 40%
2570%
Total Consistancy of Variables 51.40%
Actual Variable Consistencies/Total Possible Variable Consistencies
Cursive 
Typography
Cool Temp. 
Colors
Organic vs. 
Geometric 
Imagery
Realistic vs. 
Abstract ImagerySymmetrical
Contains 
Graphical 
Image Proportion Emphasis Gold Used Shape of Label
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Appendix B 
 
Table 1 
 
 
 
 
 
 
 
Price as the Dependant Variable
Regression Statistics
Multiple R 0.348335
R Square 0.121337
Adjusted R Square 0.058124
Standard Error 27.83387
Observations 150
ANOVA
df SS MS F Significance F
Regression 10 14870.82 1487.082 1.919498 0.047262
Residual 139 107686.7 774.7243
Total 149 122557.5
CoefficientsStandard Error t Stat P-value Lower 95%Upper 95%Lower 95.0%Upper 95.0%
Intercept 63.055 10.602 5.948 0.000 42.093 84.017 42.093 84.017
Symmetrical 6.890 5.003 1.377 0.171 -3.001 16.782 -3.001 16.782
Contains Graph. Image -18.318 6.272 -2.920 0.004 -30.719 -5.916 -30.719 -5.916
Proportion 2.313 2.757 0.839 0.403 -3.138 7.764 -3.138 7.764
Emphasis -2.201 2.683 -0.820 0.413 -7.505 3.103 -7.505 3.103
Gold Used -5.859 5.117 -1.145 0.254 -15.976 4.258 -15.976 4.258
Shape of Label -6.368 5.235 -1.216 0.226 -16.719 3.983 -16.719 3.983
Cursive Typography -0.555 4.963 -0.112 0.911 -10.368 9.257 -10.368 9.257
Cool Temp.Colors -5.482 4.760 -1.152 0.251 -14.894 3.930 -14.894 3.930
Org.vs Geo. -2.512 4.083 -0.615 0.539 -10.585 5.561 -10.585 5.561
Real. Vs Abs. 1.623 3.803 0.427 0.670 -5.897 9.143 -5.897 9.143
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Appendix C 
 
 
Table 2 
 
 
 
 
 
 
 
 
Parker Score as Dependant Variable
Regression Statistics
Multiple R 0.339569
R Square 0.115307
Adjusted R Square 0.05166
Standard Error 3.437412
Observations 150
ANOVA
df SS MS F Significance F
Regression 10 214.0635 21.40635 1.811672 0.06379
Residual 139 1642.396 11.8158
Total 149 1856.46
CoefficientsStandard Error t Stat P-value Lower 95%Upper 95%Lower 95.0%Upper 95.0%
Intercept 89.699 1.309 68.508 0.000 87.110 92.288 87.110 92.288
Symmetrical 0.310 0.618 0.502 0.616 -0.911 1.532 -0.911 1.532
Contains Graph. Image -1.783 0.775 -2.302 0.023 -3.315 -0.251 -3.315 -0.251
Proportion 0.656 0.340 1.928 0.056 -0.017 1.330 -0.017 1.330
Emphasis -0.141 0.331 -0.425 0.671 -0.796 0.514 -0.796 0.514
Gold Used -0.922 0.632 -1.458 0.147 -2.171 0.328 -2.171 0.328
Shape of Label -0.954 0.647 -1.476 0.142 -2.232 0.324 -2.232 0.324
Cursive Typography 0.443 0.613 0.723 0.471 -0.769 1.655 -0.769 1.655
Cool Temp.Colors -0.422 0.588 -0.718 0.474 -1.584 0.740 -1.584 0.740
Org.vs Geo. -0.411 0.504 -0.815 0.417 -1.408 0.586 -1.408 0.586
Real. Vs Abs. 0.045 0.470 0.096 0.923 -0.883 0.974 -0.883 0.974
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Appendix D 
 
Label #
Californi
an 
Region Year Price Rate Winery Varietal Gold Used
Real. Vs 
Abs. Names
1  Sonoma 2001 20 83 Alexander Valley VineyardsC b rnet Sauvignon Alexander Valley Wetzel Family Estate 1999 0 0 Molly
2  Other California 2002 11 86 Amberhill Raymond C bernet Sauvignon California 1999 1 0 Molly
3  Napa 2003 70 87  Anderson's Conn Valley  Éloge Napa Valley 1999 0 1 Molly
4  Napa 2003 55 87  Anderson's Conn Valley  Cabernet Sauvignon Napa Valley Estate Reserve 1999 0 1 Molly
5  Napa 2002 85 94  S. Anderson  Cabernet Sauvignon Stags Leap District Richard Chambers Vineyard 1999 1 0 Molly
6  Napa 2003 50 83  Aquinas  Napa Valley 1999 0 2 Molly
7  Sonoma 2002 22 87  Arrowood Cabernet Sauvignon Sonoma County Grand Archer 1999 1 0 Molly
8  Sonoma 2002 45 90  Arrowood Cabernet Sauvignon Sonoma County 1999 1 0 Molly
9  Napa 2002 60 92  Barnett  Cabernet Sauvignon Spring Mountain District 1999 0 1 Molly
10  Other California 2001 13 82  Baron Herzog  Cabernet Sauvignon California  1999 1 0 Molly
11  Other California 2002 12 84  Beaulieu Vineyard  Cabernet Sauvignon California Coastal 1999 1 2 Mol y
12  Sonoma 2003 50 89  Beringer  Cabernet Sauvignon Knights Valley Appellation Collection Reserve 1999 1 1 Molly
13  Napa 2003 100 93  Beringer  Cabernet Sauvignon Napa Valley Private Reserve 1999 1 2 Molly
14  Carneros 2002 22 83  Buena Vista  Cabernet Sauvignon Carneros 1999 1 0 Molly
15  Napa 2002 48 91  Cakebread  Cabernet Sauvignon Napa Valley 1999 0 1 Molly
16  Other California 2003 120 92  Cardinale  Napa-Sonoma Counties 1999 1 2 Molly
17  Other California 2002 18 88  Carmenet Cabernet Sauvignon North Coast Dynamite 1999 1 1 Molly
18  Sonoma 2002 20 89  Chateau Souverain  Cabernet Sauvignon Alexander Valley 1999 1 1 Molly
19  Napa 2002 29 84  Clos Du Val  Cabernet Sauvignon Napa Valley 1999 1 0 Molly
20  Napa 2002 60 89  Clos Pegase  Cabernet Sauvignon Napa Valley Palisades Vineyard 1999 1 1 Molly
21  Napa 2003 60 87  Cornerstone  Cabernet Sauvignon Napa Valley Cornerstone Vineyard 1999 0 2 Molly
22  Napa 2002 62 94  Darioush  Cabernet Sauvignon Napa Valley 1999 1 1 Molly
23  Sonoma 2002 21 86  Dry Creek Cabernet Sauvignon Sonoma County 1999 1 1 Molly
24  Other California 2001 15 87  Echelon  Cabernet Sauvignon California  1999 0 1 Molly
25  Other California 2002 10 83  Fetzer  Cabernet Sauvignon California Valley Oaks 1999 1 1 Molly
26  Other California 2002 13 83  Fetzer  Cabernet Sauvignon Central Coast Five Rivers Ranch  1999 1 0 Molly
27  Napa 2001 50 89  Flora Springs  Trilogy Napa Valley 1999 1 0 Molly
28  Sonoma 2001 15 86  Foppiano  Cabernet Sauvignon Russian River Valley 1999 1 0 Mo y
29  Sonoma 2002 35 92  Forefathers  Cabernet Sauvignon Alexander Valley 1999 0 0 Molly
30  Napa 2003 45 87  Franciscan Oakville Estate  M gn ficat Napa Valley 1999 1 0 Molly
31  Napa 2002 32 87  Freemark Abbey  Ca rnet Sauvignon Napa Valley 1999 1 1 Molly
32  Sonoma 2002 13 86  Gallo of Sonoma  Cabernet Sauvignon Sonoma County Reserve 1999 1 1 Molly
33  Sonoma 2002 17 83  Geyser Peak  Cabernet Sauvignon Sonoma County 1999 1 2 Molly
34  Sonoma 2002 40 86  Geyser Peak  Cabernet Sauvignon Sonoma County Reserve 1999 1 2 Molly
35  Sonoma 2003 45 87  Geyser Peak  Alexandre Meritage Reserve Alexander Valley 1999 1 2 Molly
36  Napa 2002 40 91  Girard  Napa Valley 1999 0 2 Molly
37  Other California 2003 22 84  Guenoc  Victorian Claret North Coast 1999 1 1 Molly
38  Napa 2003 55 88  Guenoc  Cabernet Sauvignon Napa Valley Beckstoffer IV Vineyard Reserve 1999 1 1 Molly
39  South Coast 2002 23 91  Justin  Cabernet Sauvignon Paso Robles 1999 0 0 Molly
40  Napa 2002 109 95  Dominus Estate  N pa Valley 1999 0 2 Molly
41  Sonoma 2002 50 93  Louis M. Martini  Cabernet Sauvignon Sonoma Valley Monte Rosso Vineyard Family Vineyard Selection 1999 1 2 Molly
42  Napa 2002 39 90  Merryvale  Cabernet Sauvignon Napa Valley Reserve 1999 1 0 Molly
43  Napa 2002 90 93  Merryvale  Profile Napa Valley 1999 1 0 Molly
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44  Napa 2002 60 92  Miner  Cabernet Sauvignon Oakville 1999 0 0 Molly
45  Napa 2002 125 94  Robert Mondavi  Cabernet Sauvignon Napa Valley Reserve 1999 0 1 Molly
46  Bay Area/Central Coast 2002 30 87  Mount Eden  Cabernet Sauvignon Santa Cruz Mountains 1999 0 2 Molly
47  Napa 2003 40 88  Mount Veeder  Cabernet Sauvignon Napa Valley 1999 1 1 Molly
48  Sonoma 2001 22 84  Murphy-Goode  Cab rnet Sauvignon Alexander Valley  1999 1 1 Molly
49  Napa 2002 22 90  Newton  Claret Napa Valley 1999 1 1 Molly
50  Napa 2003 65 87  Nickel & Nickel  Cabernet Sauvignon Oakville Tench Vineyard 1999 1 1 Molly
1 Carneros 2005 42 88 Acacia Pinot Noir Estate Grown1 2 Jordan
2 Other Calif. 2004 9 Amberhill Cab. Sauv. Calif. 0 2 Jordan
3 Sonoma 2006 15 88 Alexander ValleyMerlot Alexander Valley0 2 Jordan
4 Sonoma 2006 15 Silver Alexander ValleyZinfandel Sin Zin 0 1 Jordan
5 South Coast 2005 30 91 Baileyana Pinot Enda Valley Firepeak1 2 Jordan
6 Napa 2003 17 89 BallentineMerlot Estate Grown 1 1 Jordan
7 Other Calif. 2006 14 Baron HerzogCab. Sauv. Calif. 1 1 Jordan
8 Other Calif. 2005 19 85 Beaulieu VineyardM rlot Calif. Coastal 1 1 Jordan
9 Sonoma 2007 18 89 Beringer Cab. Sauv. Knights Valley1 2 Jordan
10 Other Calif. 2007 11 BlackstoneCab. Sauv. Calif. 1 1 Jordan
11 Other Calif. 2003 19 87 Camelot Merlot Calif. 1 0 Jordan
12 Napa 2004 23 Charles KrugMerlot Nappa Valley 0 2 Jordan
13 Other Calif. 2008 13 88 Cline Zinfandel Calif. Acient Vines1 2 Jordan
14 Sonoma 2006 16 89 Clos du BoisCab. Sauv. Alexander Valley1 1 Jordan
15 Sonoma 2006 23 Dry Creek Cab. Sauv. Sonoma County1 1 Jordan
16 Sierra Foothills 2003 28 87 Easton Zinfandel Estate Bottled1 1 Jordan
17 Napa 2005 30 89 Flora SpringsCab. Sauv. 1 0 Jordan
18 Sierra Foothills 2006 14 Folie a DeuxZinfndel Amador County0 0 Jordan
19 Sonoma 2004 12 88 Gallo of SonomaCab. Sauv. Reserve 1 1 Jordan
20 Sonoma 2005 16 Geyser PeakCab. Suav. Alexander Valley1 0 Jordan
21 Napa 2005 23 89 Havens Merlot Napa Valley 1 1 Jordan
22 South Coast 2006 13 Bronze J. Lohr Syrah South Ridge 1 1 Jordan
23 South Coast 2007 25 Justin Cab. Sauv. Paso Robles0 1 Jordan
24 Other Calif. 2006 17 86 Kendall JacksonPinot Noir Vintner Reserve1 1 Jordan
25 Sonoma 2006 28 89 Kenwood Zinfandel Reserve 0 1 Jordan
26 Sonoma 2006 11 86 Kenwood Merlot Sonoma Valley1 1 Jordan
27 Bay/Cen. Coast 2005 11 Gold Lockwood Merlot Monterey 0 2 Jordan
28 Napa 2007 20 87 Nappa CellarsCab. Sauv. Nappa Valley0 1 Jordan
29 Paso Robles 2006 13 Gold Peachy CanonZinfandel Incredible Red0 1 Jordan
30 Other Calif. 2007 8 85 Pepperwood GroveMerlot Calif. 1 0 Jordan
31 Sonoma 2005 18 Gold Pezzi King Zinfandel 1 2 Jordan
32 Sonoma 2002 17 89 Rancho ZabacoZinfandel Dry Creek Valley1 0 Jordan
33 Sonoma 2005 14 89 RavenswoodZinfandel Old Vine 0 0 Jordan
34 Other Calif. 2006 20 87 Renwood Syrah Calif. 0 1 Jordan
35 Sierra Foothills 2005 33 89 Renwood Zinfandel Jack Rabbit Flat0 1 Jordan
36 Sonoma 2007 34 94 Ridge Zinfandel Calif. Geyserville0 2 Jordan
37 Nappa 2005 44 91 Robert MondaviCab. Sauv. Oakville 0 1 Jordan
38 Sierra Foothills 2001 28 87 RombauerZinfandel El Dorado 1 2 Jordan
39 South Coast 2005 24 90 RosenblumSyrah Lodi 1 1 Jordan
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40 Napa 2005 18 Gold Ruthford RanchMerlot Napa Valley 1 2 Jordan
41 Carneros 2006 30 89 SaintsburyPiont Noir Carneros 1 2 Jordan
42 Sonoma 2006 13 Gold SebastianiZinfandel Sonoma Valley1 0 Jordan
43 Napa 2005 24 Silver Silveado VineyardsM rlot Napa Valley 0 1 Jordan
44 Sonoma 2007 20 87 Simi Cab. Sauv. Alexander Valley1 1 Jordan
45 Mendocino 2006 22 Steele Zinfandel Clear Lake 1 0 Jordan
46 Napa 2005 19 87 Sterling Merlot Napa Valley 0 1 Jordan
47 Sonoma 2005 30 StoneStreetMerlot Alexander Valley0 1 Jordan
48 Sonoma 2005 17 91 St. Francis Merlot Sonoma County Calif.1 1 Jordan
49 Carneros 2003 29 87 Truchard Merlot Napa Valley Carneros1 1 Jordan
50 Sonoma 2006 16 90 Valley of the MoonCab. Sauv. 0 0 Jordan
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